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Since China’s steel products trading business has undergone marketing model of 
“moving bricks and mortar”, marketing model based on agreement and professional 
marketing model, it has been gradually upgraded to the supplier of the supply chain 
solutions and has become the indispensible part as well as the producer of value in 
supply chain of china’s steel industry. Shanghai Baoshan Iron and Steel 
Co.,Ltd.(hereafter referred to as Baosteel trade) is the largest marketing service 
platform for steel products of Baosteel in East China. Relying on the brand, talent, 
capital and channel advantages of Baosteel in the fierce market competition, it has 
already grown into a leader in the steel products trading business by independent 
innovation and keeping pace with times in the past over ten years.  
Since its foundation, Baosteel trade has always been the leader and pioneer in 
steel industry. In its developing process, the practices of marketing services, 
especially the application of E-commerce, the attention for customer needs and 
customer relationship management, provide much valuable experience for steel trade 
domestically. 
This thesis is divided into five parts which present an overall summary of the 
enhancement of marketing services in Baosteel trade. 
The first chapter is the introduction, this chapter mainly expounds the research 
background, purpose, significance and method, and the overall structure of the paper 
introduces arrangements. 
The second chapter introduces the features of marketing services in China’s steel 
industry, difficulties and problems in development as well as relevant theories and 
models related to steel products and marketing services, such as the Boston matrix 
method, SWOT matrix analytical method, discrepancy marketing and customer 
relationship management. 
The third chapter briefly describes the organization and development strategies 
of Baosteel and its marketing system, and focuses on the status, development, 
business model and strategic planning of Baosteel trade. 
The fourth chapter applies the SWOT to present an overall analysis of strength 













provides a background support for the enhancement of the company’s strategy and 
marketing services mentioned in the following part. 
The fivth chapter is the core of this thesis, focusing on the main success of 
marketing services in Baosteel trade, including in-depth analysis of customer 
transactions and customers’ value, market segmentation and discrepancy marketing 
strategy, a customer-centered solution, as well as the leading E-commerce and 
enterprise informatization. In terms of research methods, the thesis applies the 
combination of theories and cases to analyze the ability of the company’s marketing 
services, so as to discover the problems, thus illustrating the need to enhance the 
marketing services. 
Finally, the thesis comes to the conclusion of the success of marketing services 
in Baosteel trade, including accurate developing orientation, leading marketing 
services concept, leading information management and E-commerce, and attention for 
its innovative culture, etc. 
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